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CAMPAIGN PARTNERS
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THE LIFE AND TIMES OF STRAWBERRY
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https://youtu.be/WREXBUZBrS8



DIGITAL EXECUTIONS (Web Banner)
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PRE-ROLL EXECUTIONS (Run Online Before 
Videos (i.e. on YouTube)
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OUT-OF-HOME (Billboards, Bus Shelters)
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OUT-OF-HOME (Billboards, Bus Shelters)
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OUT-OF-HOME (Billboards, Bus Shelters)
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OUT-OF-HOME (Billboards, Bus Shelters)
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PRINT, POSTERS EXECUTIONS
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TRASH FACTS: GUERRILLA TACTICS
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TRASH FACTS: GUERRILLA TACTICS
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TRASH FACTS: GUERRILLA TACTICS
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WILD POSTINGS
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Spread the Word With Us!
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Spread the Word With Us!

http://socialmediakit.adcouncil.org/presskit/save-the-food/
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Learn More About the Campaign
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View, Share or Embed Creative in Presentations
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Print Posters for Use in Office, Stores, etc.
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Share the Campaign on Social
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Share the Campaign with the Media

Important! Assets should run in donated media space, but there may be opportunities to co-brand 

some assets and air them in paid space. Please contact savethefood@nrdc.org with specific 

requests so we can work on that together.
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In Summary, What You Can Do
• Through http://socialmediakit.adcouncil.org/presskit/save-the-food/, you can:

• Join Save The Food community: Facebook, Twitter, Pinterest, Instagram

• Print posters to put in your offices, stores, in newsletters, etc. or any other owned space

• Run PSAs on TV monitors in your workplace or public buildings, schools etc.

• Reach out to local TV and print media to encourage them to donate advertising space for 
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• Reach out to local TV and print media to encourage them to donate advertising space for 

the campaign (“Sample PSA Director letter” and “How to Access the PSAs” documents)

• As a local government, can you help with the following? 

• Donate owned advertising space in transit system or elsewhere

• Use trash facts campaign on public trash cans

• Engage with waste haulers for space on dumpsters and waste management trucks

• Put up posters near constructions sites

• For other ways to partner with us, email me at SaveTheFood@nrdc.org



Let’s Chat!Let’s Chat!

SaveTheFood
@SaveTheFood



Evaluation Plan

Exposure

Awareness

Media value; impressions; 

reach/frequency

PSA & website 

recognition (as reported 

in tracking)
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Website traffic; Site conversions (visits 

to Tips page & Store It pages, email 

sign-ups); social media shares, 

comments, and interactions

Shift in perception that food waste is a big 

problem; increase searching for 

information and taking individual actions 

steps more frequently

Engagement

Impact



Continuous Tracking Survey

• Continuous tracking survey will measure shifts in campaign awareness, key attitudes and behaviors 
surrounding food waste (n= 7,800 per year)

• Key metrics:

� Agreement with relevant knowledge and attitudes

• Wasting food is a big problem in the United States. 
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• My individual actions would make a difference in reducing food waste.   

� Increase in desired behaviors

• Sought information about ways to waste less food

• Regularly take steps to reduce food waste

• Frequency of individual steps (always/most of the time)


